This study aims to determine the general description of Resto Banaran 9, to analyze general description of coffee consumers in Resto Banaran 9 which includes respondent characteristics, consumption behavior, and respondent's answer distribution,in additionto analyze the influence of cultural factors, social factors, personal factors, psychological factors, and physical evidence on coffee purchasing decisions at Resto Banaran 9. This research was conducted on 10 September until 11 October 2018 at Resto Banaran 9, Gemawang Village, Jambu Sub-district, Semarang District. The location of the research was determined purposively. This research method was a survey and data collection techniques through interviews using a questionnaire tool distributed to 100 respondents. The sampling method used was the accidental sampling method. Data analysis used was descriptive-quantitative analysis method. The quantitative analysis used was multiple linear regression analysis. The results showed that simultaneously, cultural factors, social factors, personal factors, psychological factors, and physical evidence had a significant effect on consumers' coffee purchasing decisions at Resto Banaran 9. Moreover, partially, cultural factors, social factors, personal factors, psychological factors, and physical evidence had a significant effect on consumers' coffee purchasing decisions at Resto Banaran 9.
PRELIMINARY
Coffee is a type of beverage that is often consumed by the public. The tradition of drinking coffee in the morning is very typical in the community. However, recently, not only is coffee drunken in the morning, but also at lunch or afternoon breaks. The tradition of drinking coffee nowadays is very beneficial to relieve tiredness and thirst as well as refreshment in relaxation. As this tradition leads to an upward trend in the number of coffee drinkers, it has taken a part of the lifestyle.
Recent changes in the lifestyle of the Indonesian people are caused by the development of science and technology which then influences people's consumption patterns making them need more values rather than just eating and drinking. Consequently, their consumption trends have turned to pleasure oriented.
Changes in lifestyle and increasing demand for coffee provoked the emergence of various brands and coffee shops in various regions including Semarang. Resto Banaran 9, for example, is one of the restaurants that provides coffee menus and is seen as a place that can reflect a person's lifestyle.
According to Suryani (2008) , two factors influence consumer purchasing decisions. The first factor is the behaviour of the people in the circumstances who can influence decisions about what to buy. The second one is unexpected situational factors, in which consumers may intent to buy something based on unexpected factors that can change consumer purchase intentions.
Besides, according to Kotler and Keller (2012) factors that influence consumer purchasing decisions are cultural factors, social factors, personal factors, and psychological factors. Hurriyati (2010) added that physical evidence also influences consumer purchasing decisions in using various products offered. Based on these opinions, the variables that the researchers used in this study were cultural factors, social factors, personal factors, psychological factors, and physical evidence. Lifestyle changes along with increasing demand for coffee at Resto Banaran 9 are the main reasons why the authors are interested in conducting research entitled "Analysis of Factors Affecting Consumers Purchasing Decisions on Coffee at Banaran 9 Resto, Gemawang Village, Jambu Sub-District, Semarang Regency".
The purpose of this study was to find out the general description of Banaran 9 Resto, analyse the general description of coffee consumers at Resto Banaran 9 which includes respondent characteristics and consumer behaviour, as well as analysing the factors that influence consumer purchasing decisions on coffee at Resto Banaran 9.
RESEARCH METHODS
The research was conducted from September 10 to October 11, 2018, at Resto Banaran 9 Village Gemawang, Jambu District, Semarang Regency. The research location was determined by the purposive sampling technique with the consideration that Resto Banaran 9 is a restaurant whose buildings are specially designed so that the atmosphere of coffee drinking brings a fresh and comfortable atmosphere and can reflect the lifestyle of today society.
The method used in this research was the survey method. Surveys are research methods that take samples from one population and use questionnaires as a tool to collect data (Sugiyono, 2015) .
The sampling method used was accidental sampling. The accidental sampling method is a coincidence sampling method that is a consumer who accidentally or incidentally meets with a researcher at the time of the research is selected as an informant (Sugiyono, 2015) . Respondents in this study were consumers who were met while drinking coffee at Resto Banaran 9 and fulfilled the predetermined requirements, namely consumers ages are ≥ 23 years because it was assumed that at that age respondents had been actively earning financial and respondents who had drunk coffee at Resto Banaran 9 at least twice. The sample determined in this study consisted of 100 respondents. Determination of the number of samples in this study refers to the theory of Widiyanto (2008) which states that in determining the research sample if the population is large and the number is unknown, the formula used is: n= Z 2 4(moe) 2 n = 1,96 2 4(0,1) 2 With: N = Sample Size Z = Accuracy Degree 95% (with α = 0.5, it is 1.96) Moe = Margin of error (10%), the highest acceptable error value.
Based on this calculation, the number of samples used in this study was rounded up to 100 respondents. Data Collection Method. The primary data collection method used in this study was the interview method using a questionnaire tool. The secondary data collection method used in this study was the method of observation and literature. Observation is a technique of collecting data with systematic observation and recording. The literature study is data collection carried out by comparing data obtained with existing literature (Sugiyono, 2015) .
Data Types and Sources. The type of data used in this study is primary data and secondary data. The former type of data is data that specifically collected and n = 96,04 processed directly used for research. The primary data source was obtained through interviews with coffee consumers at Resto Banaran 9 by referring to the questionnaire given to respondents. Secondary data is data that has been processed by other parties as supporting writing (Sugiyono, 2015) . Secondary data taken in this study was a general description of the company and other required data. Secondary data in this study were obtained from Resto Banaran 9, journals, previous research, and related books.
Data Analysis Method. The data analysis method used in this study was the descriptive-quantitative analysis method. Descriptive analysis is a statistical method used to analyse data by describing or illustrating collected data (Sugiyono, 2015) . The descriptive analysis aims to provide a description or illustration systematically, factually, and accurately based on the existed facts in addition to investigating the properties or relationships among the phenomena (Ghozali, 2012) . Quantitative data analysis is based on numbers and calculations using statistical methods using the SPSS program (Sugiyono, 2015) . The quantitative analysis used was the multiple linear regression analysis.
Data obtained from the field were processed and measured using the scoring method. The statement in the questionnaire for each variable was measured using a Likert scale with a scale of 1-5. Likert scale is a scale used to measure attitudes, opinions, perceptions of a person or group of people about existing social phenomena (Sugiyono, 2015) .
The calculation results from the score or value were then used in statistical analysis using the SPSS 16.0 program through data testing as follows:
Instrument Feasibility Test.
A validity test is used to measure the extent of the accuracy of a measuring instrument in performing its measuring function (Matondang, 2009 ). The minimum standard measuring instrument is said to be valid if the Pearson Correlation value is ≥ 0.3 or the value of the Sig. (2-tailed) Is ≤ 0.05 (Darmawan, 2013) . Besides, a reliability test is used to determine the extent to which a measuring device can be trusted which is proven from the extent to which the measurement results remain consistent after being done for twice or more by the same measuring instrument (Nisfiannoor, 2009) . The data is said to be reliable if the value of Cronbach's Alpha is above 0.6 (Sugiyono, 2015) .
Normality Test and Classical Assumption Test.
A normality test is used to determine whether the data are normally distributed or not (Sugiyono, 2015) . If the value of Asymp. Sig. (2-tailed) Is one variable greater than the significant level of 5% (> 0.050), and then the variable is normally distributed (Apriyono and Taman, 2013) . Besides, a multicollinearity test is a test used to determine whether there is a correlation between independent variables in the regression model used (Denziana et al., 2014) . Regression is free from multicollinearity if the VIF value is <10 and the Tolerance value is> 0.10 (Haslinda and Jamaluddin, 2016). The autocorrelation test was used to find out whether there was a correlation between confounding errors in period t and interfering errors in the period t-1 (Nisfiannoor, 2009) . There is no autocorrelation if the inequality of the values is dU<dW<4-dU (Ghozali, 2012) .
A heteroscedasticity test is done to find out whether in regression there is a variance from residual inequality, one observation to another observation (Haslinda and Jamaluddin, 2016) . A regression model is said to be good if there are no specific patterns on the graph, such as assembling in the middle, but then narrowing then widening or otherwise widening then narrowing and the points spread above and below the number 0 on the y-axis (Sutopo and Slamet, 2017) .
Analysis of Multiple Linear Regression.
A regression analysis is used to find out whether the independent variable influences the dependent variable (Ghozali, 2012) . The multiple linear regression equation is as follows:
Each Variable X 1 = Culture Factor X 2 = Social Factor X 3 = Individual Factor X 4 = Psychology Factor X 5 = Physical Evidence ɛ = Error, disturbing variable (Sugiyono, 2015) . The test is used to find out how far the influence of an independent variable partially in explaining the variation of the dependent variable (Kurniawan and Yuniarto, 2016) . The independent variable partially influences the dependent variable if t count> t table or Sig. <0.05 (Suharyadi and Purwanto, 2011) . The coefficient of determination is used to measure how far the model's ability to explain variations in the dependent variable (Ghozali, 2012) . R2 values range from 0 to 1; the value of R2 which is getting closer to 1 indicates the influence of independent variables on the dependent variable is getting stronger (Nawari, 2010) . 
RESULTS AND DISCUSSION
General Description of Resto Banaran 9. Resto Banaran 9 is located next to Banaran Coffee Factory, a factory that processes coffee from coffee beans into the ground coffee. It is the main attraction of the Gemawang Banaran 9 Resto because consumers can enjoy coffee while seeing the coffee processing at the same time.
Besides,the location of Banaran 9 Resto is very strategic as it is placed on the Magelang-Semarang Big Street. This resto is well known by people travelling to Semarang, Yogyakarta, Cilacap, and other cities due to the fact that this place is often used as a place to rest and relax for a moment while travelling.
Characteristics of Respondents.
The description of the characteristics of the respondents is as follows:
The number of female respondents is less than that of the male. It can occur because the level of preference of most men toward coffee is generally higher than that of women. These results are consistent with the research of Tarigan et al. (2015) which states that men consume coffee more often than women because it is related to other habits such as smoking, gathering, and staying up late.
Respondents who were included in the age range of 31-38 years had the most number in this study. This is because the interval of 31-38 years is a productive age for work. According to Weinberg and Bealer (2010) caffeine contained in coffee works in the body by inhibiting the absorption of adenosine to relieve drowsiness and inhibit fatigue. This opinion was supported by Bawazeer and Alsobahi (2013) who stated that coffee is consumed to provide stimulation, increase energy, and relieve drowsiness. Many respondents drink coffee to get rid of sleepiness while working.
Respondents with an undergraduate /diploma education level had the most significant number in this study. According to Yulianti and Deliana (2018) consumers with better levels of education will be very responsive to the information and knowledge gained in making purchasing decisions. This opinion was supported by Rukhbaniyah et al. (2013) which states that higher levels of education make a person think more critically, thus making them think before making a purchasing decision.
Respondents who work as civil servants have the most number in this study. Respondents with other not-mentioned jobs are respondents who work as temporary employees, architects, chefs, farmers, and drivers. The number of respondents who work as civil servants washuge as this is one of the efforts to increase family income. Mulyadi (2012) says the size of income used for the level of family welfare is household income obtained from work.
Respondents, who have an income of more than Rp 7,000,000, have the largest proportion of this study. Based on the description it can be concluded that a large portion of the income of respondents who drank coffee at Banaran 9 Resto was higher than Semarang's Minimum Wage (UMK) of Rp 2,310,087, -based on the Central Java month in Indonesia into three classes, namely the middle class with income between Rp. 2,600,000, -up to Rp. 6,000,000 per month, lower middle class with income of less than Rp. 2,600,000 per month and the upper middle class with income of more than Rp. 6,000,000 per month.
Consumption Behavior. The respondent consumption behaviour is shown in Table 2 . Respondents who drank coffee at Resto Banaran 9 during the day had the most considerable portion of this study. According to Sudiyarto et al. (2012) , coffee shops are usually crowded during the day because many students usually visit a coffee shop after studying at school and workers tend to spend their break time in coffee shops while chatting or conducting business talks. Khamdani (2014) added that coffee shops are also a useful place for conducting many kinds of communication forms, such as dialogue, discussion, interview, research observation, discussion, and so forth.
Respondents who drank coffee at Resto Banaran 9 as many as 6-7 times in one month had the highest percentage in this study. Based on these figures it can be concluded that respondents often drink coffee at Resto Banaran 9. Charina (2016) stated that the reason someone consumes coffee that is to get a sense of comfort and relaxation after consuming coffee, increase stamina and physical performance, improve memory and concentration, and obtain health benefits. According to Ukur (2017) , many consumers visit the coffee shop because the coffee shop is not only used as a place to drink coffee but is an alternative public space that has various functions such as being a place for family gatherings, business meetings, social, cultural events, and so on.
Analysis of Factors Affecting Purchasing
Decisions. The factors that influence coffee consumer purchasing decisions are analysed using multiple linear regression analysis.
Test the feasibility of the instrument. The feasibility test of the instrument consists of:
Data Validity Test. The test of the validity of the data is shown in Table 3 .
Based on the results of the validity test of all question items it has the Pearson correlation value of > 0.3 and the Sig. (2tailed) Obtained in all question items calculated to 0,000 so that it was <0.05. Accordingly, it can be concluded that all items in question were valid and therefore could be used for research.
Data Reliability Test.
The data reliability test results are listed in Table 4 .
The reliability test results show that the Cronbach's Alpha value on each variable was greater than 0.6 so that it can be said that all measuring concepts of each variable from the questionnaire was reliable.
Normality Test and Classical Assumption
Test. The normality test and classic assumption test are described as follows:
Data Normality Test. The results of the data normality test as shown in Table 5 . The results of the normality test indicated that the value of Asymp. Sig. (2-tailed) each variable was greater than 0.05 so that it can be concluded that all data used in this study were usually distributed.
Multicollinearity Test. The results of the multicollinearity test as shown in Table 6 .
The results of multicollinearity test show that all tolerance values were > 0.1 and VIF values were <10. Based on these results, it can be concluded that there was no multicollinearity between independent variables in the regression model. Autocorrelation Test. Based on the results of the autocorrelation test that has been carried out, the Durbin-Watson value was 2.124. The autocorrelation test used 100 respondents, and five independent variables have a dL value of 1.5710 and a dU value of 1.7804. Based on the Durbin-Watson value obtained it can be seen that dU <dW <4-dU or 1.7804 <2.124 <2.2196, so it can be concluded that there is no autocorrelation in the data. The results of the heteroscedasticity test shown in Illustration 1 show that the points did not form a particular pattern or there were no clear patterns and the points spread above and below the number 0 (zero) on the y-axis so that it can be concluded that heteroscedasticity did not occur. Ghozali (2012) , multiple linear regression analysis is used to determine the effect of independent variables on the dependent variable. The regression equation obtained was: Y = 0.071 + 0.126 X 1 + 0.229 X 2 + 0.215 X 3 + 0.252 X 4 + 0.148 X 5 + ɛ
Multiple Linear Regression. According to
The regression equation is explained as follows: 1. Constant (a) of 0.071, meaning that if cultural factors, social factors, personal factors, psychological factors, and physical evidence were zero, then the consumer purchasing decision for coffee at Banaran 9 Resto was 0.071. 2. The regression coefficient of cultural factor variable (X1) of 0.126 shows that if the cultural factor variable increases by one value, then the consumer purchasing decision will increase by 0.126 assuming the other independent variables have a fixed value. 3. The regression coefficient of the social factor variable (X2) of 0.229 indicates that if the social factor variable increases by one value, then the consumer purchasing decision will increase by 0.229 assuming the other independent variables have a fixed value. 4. The regression coefficient of the personal factor variable (X3) of 0.215 shows that if the personal factor variable increases by one value, then the consumer purchasing decision will increase by 0.215 assuming the other independent variables have a fixed value. 5. The regression coefficient of the psychological factor variable (X4) of 0.252 indicates that if the psychological factor variable increases by one value, then the consumer purchasing decision will increase by 0.252 assuming the other independent variables are of fixed value. 6. The regression coefficient of physical evidence variable (X5) of 0.148 shows that if the physical evidence variable increases by one value, then the consumer purchasing decision will increase by 0.148 assuming the other independent variables are of fixed value. T-test (Partial Test). The t-test results listed in Table 7 . Based on the results of the t-test that has been done, it is known that the count and significance values of each variable were different. The table is 1.985. he t-test results of cultural factors were 2.108 with a significance value of 0.038, tcount> table where 2.108> 1.985 and significance values were smaller than 0.05 where 0.038 <0.05, so H0 was rejected, and H1 was accepted which means significant cultural factors towards consumer purchasing decisions. H1 also means that the higher the cultural factor, the higher consumer purchasing decisions will be. The results of this study are consistent with the research conducted by Nawawi (2017) which showed that cultural factors partially influence consumer purchasing decisions in consuming Single Origin coffee.
The results of the t-test on social factor variables are 2.622 with a significance value of 0.010, tcount> t table where 2.622> 1.985 and significance values were smaller than 0.05 where 0.010 <0.05, so H0 rejected and H1 accepted, which means that social factors have a significant effect on consumer purchasing decisions. H1 also means that the higher social factors, consumer purchasing decisions will increase. The results of this study are under the research of Pangestu and Suryoko (2016) which show that social classes have a partial effect on peacockoffie consumer purchasing decisions in Semarang.
The results of the t-test on personal factor variables are 2.177 with a significance value of 0.032, tcount> t table where 2.177> 1.985 and significance values were smaller than 0.05 where 0.032 <0.05, so H0 rejected and H1 accepted, which means that personal factors have a significant effect on consumer purchasing decisions. H1 also means that the higher the personal factor, the higher the consumer purchasing decision will be. The results of this study are in accordance with the research of Marbun et al. (2014) which shows that personal factor variables partially have a significant effect on the purchasing decisions of Sidikalang coffee civet coffee.
The results of the t-test on psychological factor variables are 3.050 with a significance value of 0.003, tcount> t table where 3,050> 1,985 and significance values were smaller than 0.05 where 0.003 <0.05, so H0 rejected and H1 accepted which means that psychological factors had a significant effect on consumer purchasing decisions. H1 also means that the higher psychological factors, consumer purchasing decisions will increase. The results of this study are by the research conducted by Marbun et al. (2014) which showed that psychological variables partially have a significant effect on consumer decisions of civet coffee.
The results of t-test on physical evidence variables were 2.153 with a significance value of 0.034, tcount> t table where 2.153> 1.985 and significance values smaller than 0.05 where 0.034 <0.05, so H0 rejected and H1 accepted, which means that physical evidence has a significant effect on consumer purchasing decisions. H1 also means that the higher the physical evidence, the higher consumer purchasing decision will be. The results of this study are consistent with the research of Wiyaya and Siswanto (2013) which shows that physical evidence has a partial effect on consumer purchasing decisions in Comedy Kopi Surabaya Town Square (SUTOS). 
Determination Coefficient Test (R2).
Based on the results of the coefficient of determination (R2) analysis, it is known that the Adjusted R Square value was 0.872, meaning that cultural factors, social factors, personal factors, psychological factors, and physical evidence can explain the purchasing decision variable of 87.2% and the rest 12.8% was explained by other notmentioned variables in this study. Based on these results, it can be concluded that
CONCLUSIONS AND RECOMMENDATIONS Conclusion
Based on the results of data analysis and discussion that have been described, it can be concluded that: 1. For the characteristics of respondents in Resto Banaran 9, respondents were dominated by male, age group of 31-38 years old, Bachelor/Diploma education background, civil servants, monthly income of > Rp. 7,000,000. The consumption behaviour of respondents at Banaran 9 Resto was the usual drinking coffee at Resto Banaran 9 during the day and the frequency of buying coffee as many as 6-7 times in 1 month. 2. Simultaneously cultural factors, social factors, personal factors, psychological factors, and physical evidence had a significant effect on coffee purchasing decisions at Resto Banaran 9. Partially cultural factors, social factors, personal factors, psychological factors, and physical evidence variables significantly influence decisions purchase of coffee at Resto Banaran 9.
Recommendation
1. Companies or producersare expected to pay more attention to consumer characteristics and lifestyles related to consumer purchasing decisions so that companies or producers can understand consumers and can create effective and efficient marketing strategies. 2. The next researcher can develop this research by analysing other factors that can influence consumer purchasing decisions so that they can provide other advice to the company in order to increase the rate of consumer purchasing.
